Uuuavvavywan nunawndanauslxu 7 (O
Tugaunun1sdngaruY @§§
msﬁnmunmnhdﬁﬁve\]Qwémua:djﬁwén@
—u — 1 ] (3 S (C%
IWor1UJ9981InINDIUENSINIISSND @%

N

@\

O
7 O&?ﬁ?mu TUNeITY

913¥FUszdn1mIvIn1IRane

T ANINYIAUSIINAERS

UNANYD

9/54561LLazQ’é’mﬁﬂﬁaLﬁuﬁﬁwﬁﬁﬂﬁqwﬁﬂuqiﬁﬂ Anan (lngly

U

N 91fuiAUEn (nsanigddvanadelnd) Tunisnses

<,

nnsvieduabiiuguanundunelananlunisdic

5 | I3 A o o a 1 Y =
N3 E’]EJ'N"Liﬂm']llLllE]llﬂ']i‘V]"lﬁﬁﬂﬂi'Jllﬂu RMRRY

v o Y a

CU ANUTAwdwinvUle ﬁwm%ﬂﬂiz%w%mwlwdawmmiwﬁa@aaLLazﬁﬂﬁﬁﬂwwamazﬁﬁwﬂﬁﬂ@mﬁm

Y Y
v

denauszlovuidieauweialdsu 1uadeivinisfinuitedd@damadeanudnionisgsnaveaisdoseriuyues

Y Y

vondn tnedidelaldisidouvunan wasldidunvalagifiunisaeuniungusiegialaunsy Baid13aun1side

Y

yaviuduguimsiiinanueglugaainnssus oflnavslnaviavyuiowss waziiniisuiinvouluiFos
YeINTUBLAzIAATFe TRl s R nasTtImilaense §Adeldimataiianzsimaaifnuungiiuys
Lﬁ@%Lﬂswﬁ%;&aLLa31/1ma@‘uauyagﬁummmmﬁaﬁ%a;ﬂdwﬁaJ%’aﬁﬁmmé’uﬁuﬂ%ﬂmﬂﬁummﬁwL%aa
ynagsiavesanunign Wun nsliraRiafafuasfaiiguanfisnsesi uenandugidedalalitoiauauuyin

= a Y Av a Yy A = = a Y % = Y = o & a
umiﬂﬂmmwwwammz ANUANRINTENN LW@aﬂI@ﬂqﬁiuﬂqiLﬂﬂﬂﬁ’]N“UﬂLLENENLLagL‘W@Imﬂiﬂ"ﬁﬂﬂ'J’lllﬁ"lLiﬁ]V]’NﬁﬁﬂQ

U U
ANEIANY . DINNITIATINUNE
HeUanadeln ammﬁwﬁamaqiﬁa

O
S
O

Toaudalutaamanisindmiie Judndudaulnauslaavianyuiewsy

“Nanuizpilasunuaanyuanansnidvemansuaznsind univedesssuaans

ANUzWICUBEAEMSIa:NISUNYE UK1ONE1A8SSSUAENS 1



2

Toward Suppliers’ Perspective on Modern Retail G
in Distribution Channel:

A Study of Roles and Tasks of Suppliers a

Retailers to Pursuit the Business Success F

Z

<;;> nitharn Juntongjin
LecturdRaf 09

artment of Marketing,

Thammasat Busin chg6l, Thammasat University

?@%ﬁ

ABSTRACT

elationship between suppliers and retailers should o‘ E ;"ocity. Suppliers (especially suppliers
in Fast-Moving Consumer Goods business - F!\/\CLly rely on retailers (particularly modern

retailers) to distribute their products. At thE sawe time, retailers need margin from selling

suppliers’ products as a main income foss. Nevertheless, it has been frequently found
that conflicts regarding to distribution arise betweerntheS2 two parties. This leads to reduce effectiveness

2

7

of distribution channels and further lose benefits for Hoth parties. This research studies business success
factors for both parties from suppliers’ pefspess ¢ The author used mixed methods research and use
interview survey to collect data from @who are working in FMCG business and having direct
responsibility to deal with sales and tmrketing. Furthermore, all respondents need to work very
close with modern retailers. Then, sical techniques of multivariate analysis have been applied to

analyze data and test the rgsearch hypotheses. This study reveals that Supplier Tasks is the most

important factor having positivy jonship with Supplier Business Success. Moreover, the study suggests

the business tasks that supglie d retailers should do to reduce the channel conflict and eventually

lead to business success.

Keywords: Distribuels, Channel Conflict, Fast-Moving Consumer Goods (FMCG) Suppliers,

S

rs, Business Success Factors
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Retailer Tasks @

 Push to Create Sales

« Attract Comsumers to Store @
« Retailer Brand by Advertising
« Retailer Brand by Visibility and Display

« Retailer Brand by Promotion
 Supply Chain Mangement

« Collaboration ; : 0
 Understanding Suppliers (\

Supplier Tasks H1 (+)

« Differentiate

/\@
« Branding » Sales Volume
o Liking by Consumers H2 (+) « Financial
o Competitive Pricing »| « Consu i

» Positioning: Competitive and Clear Suppli(i/Bu s Success
e

e Finding Partner o Consum/ A aptance
« Relationship with Partners * Re ip With Partners
o E-Commerce o Acteptancevrom Partners

o M-Commerce NI Success
T
@

o Omni Channel
« HRM and HRD
H3 (+)
Supplier Time Spending (\

™

« Positioning: Competitive and Clear
« Differentiate

« Branding

e Liking by Consumers

» Competitive Pricing

e Finding Partner

« Relationship with Partners

» E-Commerce
» M-Commerce @
» Omni Channel
« HRM and HRD x
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4. 3SN1SIVY
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Anduldannisigneusuuasuauldlandlaneunsensulaelilidnlamauegnsmoay (Burni/&8ush, 2013)

Ya o

iadedadenldisnisligduntvalanliunisasuaiugmeuiuuaauniy (Survey Interview)

4.1 N1SIAONNGUADDEN W .&

aﬁid

Y oy

198198 1915 WROU

Y

381981 sduAIaE19UUUIRIEae (Purposive Sampling) Taedlinauils

wuugeunuynauazdesdufuimslugeavnssudnanduiigulnauslnaeil PS uasininiuinveu

lngnsenunsuIglarn1snan Mresviausiuiudmuanadeivdlaense Iafyageuisdudiegns (Sample Frame)

Jusetevesfuimslugaavnssudanandtuiulssanm 300 sw%aﬁmﬁﬂlwa

msHIYUA s nAgou 30 AU 10 . 91N NSAUMIS .
2 _ nounNINgIveu + Inu . e JIASI:K
iRgavounulade S IuUdaUN  NAdo ) duiag i
. = n1sauniynuizyan X . 4: o oua wan1sdvy
NNOIYNISANYY UDIAU VoJIAS 039Y ? 300 AU

Q
: g “ o
a ;. TANDUNITINY

4.2 nasasanuudouniy

va o

Aadladun1walldedn (In-DePth Interview) Fuimsszaugeitnuluuigngudndudiglnauilaa

Y

yianyuidewss 4 viau e

Y1153 mveNgAUaNTH

IR BTG NG

a

“sn9an”) wuvaauauaztnluldueseddiodtefsawioniunisnaaaullosdy (Pretest)

q

Scale (1 = “laliae”

nnsiudoya
AsouUADAN bach’s Alpha) 111131 0.7 (Hair, Black, Babin, & Anderson, 2010) Fsazihluldiiudeya
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4.3 anndrnsun1sdins:KVoyadde

deiiudayaldainnseunisquiiegiuas doyalelsunazgninsiei Imisﬁﬁmima g

WATIEVNNAMUS (Multivariate Analysis) agldinatiadiasizviesnusenay (Factor Analysis) WUUNITIAGIEN

o

99AUTZNO UG5I9 (Exploratory Factor Analysis) iivedangudeyauazaiiaesnuseney uaidnheliiis
nlalddmsgiteya elilsvansamlunisimsieideyaiintu lneideldmatinnsinseimaaesiuy
wiAnd (Multiple Regression) LienAgaUANLAFIUNNENR % (ES

5. JIAS1:HVayana:wan1sive

5.1 NIsINSgUVayala:AUNIWVaIIASOIIa39e W %

ienauingUuszasAvesnnuidedn Jadeiifendesivunumvesindn uwasiadenineidesivunuimees

vy

AruanadeludMdugdn luudunvesdemenisdndmie Jadelauazuns

RY)

a Y oa v

HNnnanwazaaAUanas sl

U

e

a o

msimuddny Jade viedudsuds fignasraulunuifeifaluladeimgidtlimetiinidevinulanoundni

Ilunuideanneu ﬁqﬁumimmL%ﬂﬂizﬁm%mw*‘uaqLﬂ%aﬁaﬁhﬂuﬂ@%ﬂ'auﬁwlﬂiﬁiﬂumimaauawagm
. ‘ DR Irv0IAUTznauLlied1sIa (Exploratory
Y

A1 KMO 3e Keiser-Meyer-Olkin daduefildinainumlgzamdesdoyalunisviinisiinsgiesdusznau 3a9in

a

Jududsdrdgun laefidulaldaduuszandasoudndan (Crg ’s Alpha) LoAT1989UANNULTDND

£%

Ineilinauiinendulseansinesaandt 0.7 (Hair et al., 2010)

Factor Analysis %38 EFA) Lil@n51980UANNMNEANYDITD snldimszriwuuedusznay laggain

Han1snadey YndadesiAn KMO 1nndn 0.5 wasliAfauR@nsaseutndaniuinnit 0.7 dwandliluaisen 1

a

FeasUlaindeyalinnumnzaunasldmalinsesilade wavasesdionldluanidetidnunnanefiaziiluldnagaey

Q

auufgrumaly
Q

1NNTOUNNTENFAIDENS (Sample Fr Mlaansededusnisvesusenguanlugnamnssududgulan
uslanailanyuideusn LLa3ﬁwﬁ1ﬁ%"uﬂﬂ’u@mﬂlumﬁmaﬁuﬁﬁmﬁﬂaﬁﬂim PnauANgAUaning Fadl

Vaviaa 300 180 Lﬁaaﬂﬁiaé’umwéwﬁwﬁu AIduladoyarnouluUaUIINNIMNA 70 518

anwagddgvesinouniRgaunNwITelaun 1. fidnsiumneukuuasunInwITeiusraunIsainsvine

swdugA1Uanadelvdlaeiade waznnviuegluA U IsEAUEUIMTVRIUTENE KGR 2. 1laTiuyaan

N15%9-918 fial YoIUITY: T1eduan1ug A1Uanadeluiiiinsiuneunvuaauaiuuat wudidyaan

£

Hesukuvasuauauddulinalunisdunivalliddesnii 30 Wil Fadu

U

geilennndt 1 uaud uyaye

= Y )
bAIBNYULUINAD U

v
| Y

wnnvinuaslaneumainluwuvasvaindueg1ed deduadnudaiuaingmnau

q

a = o o

wuvasunulueu Anuddguazundede agtlsinuiliesainngudiegadidiwauliuin §37e34ld
wiadaynaunsu (SRotstrapping Procedure with 10,000 samples) Fuduisnnsadifidefivreiiugiunalunis
LTI REULG J@0f wazuAdguuieaiutennamisaia (Statistical Assumptions) f191aLAndulaa1nA13

@iﬁmuc’d’m? pUNTISR (Hesterberg, Moore, Monaghan, Clipson, & Epstein, 2005)
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v

] a a A4 A a
19199 1: WANIINAFDUUITEANTAINVDILATDILDINY
Factors Observable Variables Loading KMO Cronbac@»@

Retailer Tasks Push and Create Sales 0.803 0.766 0.84
Attract Consumers To Store 0.771
Retailer Brand By Advertising 0.407

Retailer Brand By Visibility and Display 0.248

Retailer Brand By Promotion -0.073
Supply Chain Management 0.783 5 Ok
Collaboration 0.799 f; @ §5
Understanding Suppliers 0.64 \A(O)

Supplier Tasks Positioning: Competitive and Clear 0.765C \9726 0.877
Differentiate 0.8

O

Branding q %

 S—
Liking by Consumers (%3
O

Competitive Pricing A 22

O
Finding Partner ((\U 0.222
Relationship with Partner [(‘\ 0.243

©

E-Commerce 0.016
M-Commerce A 0.131
Omni Channel E ° 0.549
HRM and HR 0.767
Supplier Time Spending Positioni@getitive and Clear 0.832 0.756 0.867
Diffwtiag 0.795

Bra@ 0.841

/é% y Consumers 0.832
etitive Pricing -0.034
@nding Partner 0.359

LY Relationship with Partner 0.343

® E-Commerce 0.359

@ M-Commerce 0.273

C)) Omni Channel 0.302
(\ HRM and HRD ~0.072

Y
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=] a a 4 A aw i
fM13799 1 NANITNAEDUUTLENTAINVDILATDINUDIRY (no)

G

Factors Observable Variables Loadin KMO Cronbac
: (% aN

Supplier Business Success | Sales Volume 0.769 0.84 0.874

Financial Status 0.569

Consumer Awareness 0.762 (/\

—

Consumer Acceptance 0.787 «//>\O

Relationship with Partners 0.806

Acceptance from Partners 0.768

Overall Success

5.2 NIsnAdoudauuAYIu lla:wade

1NNTIATIEINNATAAILNATANITOANBEUUUNYIA ‘W‘U’ﬁ@ﬁmwﬂﬁ
gulaauslnay
Ol RIGVREHT

a

Y a

Y

Unvyul

= o

ANARNINTENN

s

a0 3 a a
kazdAduUTEENSann0Y

= I3 o & v A 2 s
Jousiszavanudusalafngadie nisly

Fedanaludauinduanudusaniess

) 1%

NUSUNIAIFIULAI8E T 0.278 &1

O

I
S

Y o a A
APRENRE]!

Y
a I

£

UDAAIMNTIUFUAN

v @ ]

ud1AYAUNITAANLABITDIAUYDINIINIT
¥ I

\EASY

ganetaiifeddyi 0.05 (aduayu H2)

Y0N19N1399T MU BN NER NN T2 %ﬂdﬂwaiul,%ﬂmﬂfmwL%ﬁmNqﬁwmQwﬁmaéwﬁﬁaﬁﬂﬁmﬁ 0.05

(aduayu H3) uazllAnduuszdnsannseusuunsy

N33R e NEAUANNINTEYIN WUIEIRALTIUINAUP

Tansannegsnavednineg1alveddguuuaives

(Marginally Significant) 7fi1 p-value 88381319 0.05 M 0.1 wazdlAmduUszanSanneeuTunInTgIULAIREN

0.195 ALANINANINEDALIIUANSIN 2

Q

(@N

mmﬁ@ﬁw iN9EdR 9NNISVRdOUANNRFIY

N
auuagu XFI:HUETUWUSI § t-value wan1snAgdou
H1 Retailer Tasks — S( Business Success 0.195 1.78% aﬁuaqu
. . o
H2 Supplier Tasks @@}gpher Business Success 0.278 2.45%* GG
H3 Supplier Tiﬁgﬂ{ing —> Supplier Business Success 0.207 1.93%* aduayu
mnewn: R =0.

Q
S

N
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WeRasunteaimiinesAuseneu (Factor Loading) (luaww# 3) nwuinunumwinfidndey %’aiam‘:a

a =

Uadeluseaeinisiianuddgiunaisianineidesiudesnensdadiminengunaniianseyin (@mm
(£

Y

peAUsznauAtd 0.5 ulY) TneiSesdduarudAyanuniudeslaun 1. n1siigavieieudaldd (Oi
Loading = 0.814) 2. NSAIIMIUALTATHMUIMINGINTYAAA (HRM and HRD: Loading = 0.767=S.
AN NNITAANTTALY WANF1S Lazlusduld (Positioning: Competitive and Clear: Loadizg ‘= (@765)

dusvFsdranAsiudutadeluSesesnislinardunisiafiinetdesiureanien1sdad i Ran fanilansyeii

(panAmiinesAusenauats 0.5 ull) lagisesdduaudridganunnlidesla @il n1svimsdudly
\Juni$dn (Branding: Loading = 0.841) 2. nsfisuniamnenisnainiifaian N el sulsl (Positioning:
1

Competitive and Clear: Loading = 0.832) uay miLﬂuﬁ%uﬁuaumaﬂ king by Consumers:

lugiuslamanvine (Push and Create Sales: Loading = 0.803) 2. ((slWegusiuilerduguan (Collaboration:

Loading = 0.799) 3. n15Us"151alggUn1u (Supply Chain Mang@ment: Loading = 0.783) 4. n15AsU3LaA

Wn31uAUEn (Attract Consumers to Store (Loading = 0.771) wasnd\gq1uidlalugsiavesyudn (Understanding

Suppliers: Loading = 0.64)

b@
o
%
§Q
S
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Retailer Tasks

 Push to Create Sales

« Attract Comsumers to Store

» Retailer Brand by Advertising

» Retailer Brand by Visibility and Display
» Retailer Brand by Promotion

» Supply Chain Mangement

« Collaboration

» Understanding Suppliers

H1 (0.2, 1.78)

Supplier Tasks

« Positioning: Competitive and Clear
« Differentiate

« Branding

« Liking by Consumers

» Competitive Pricing

« Finding Partner

« Relationship with Partners
» E-Commerce

» M-Commerce

» Omni Channel

« HRM and HRD

H2 (0.28**, 2.45)

Supplier Time Spending

« Positioning: Competitive and Clear
« Differentiate

« Branding

« Liking by Consumers

» Competitive Pricing

« Finding Partner

« Relationship with Partners
» E-Commerce

» M-Commerce

» Omni Channel

« HRM and HRD

q

(o

Q

N

S\
ﬂWWﬁ 3: 6 Q;::)b

v
°

PNNANTT

D jons
ccep

» Con or AW
 Co cceptance
J with Partners

e from Partners
ccess

wan Su
3

e vesdadeiidmanonnudniamiegsnavesyndn

JRIIGINGRLY izﬂau (Factor Loading) A1duUsansannesNusuuInsgIume

ardized Coefficient) wazeadan (T-Value) WAluraudu

Q
S

01sa1sUSHIsssNY
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6. n1sasdwanisdvena=n1sanusiy

av dAawv ¢ A = = v Ao Yy a A i a v a a = p
mm%ummﬁizmﬂLwaﬂﬂmm{]a%wmimwamwagluqmmmﬁmuﬂwqﬂimuﬂmﬁuuwua'
9

9

I3 a

Uszaupnudnse Tuuiunvestemenisdndmieniigaudnadelndidugianyunewedundn na
inlisdhedndauazdAvanadeindlansuuasidlavnumuasmind Fehenuesisiiaud Ay
YoasdosleUszauaudnie awnsoagunald (munmi 4) dadl

e

mshienguanaostinoudiAty msfienyuannosifioan

1. MSOYIENAINIIID 1. msins1audtidunsan

2. MSAsSHIA=MSWALINSWEINS 2. MSTHIKUINNISAAANGAIIU
uAAa IANFY HazIvavuls

3. MsTFAMKLININISAAIANBAIN 3. msiunusauvaugusina
IANA 1A=V vule (@Anyiiinuia 2)

4. msiluidusauvadgusing 4. msOevIenAIN LD

5. msmnsraumiiidunsan

6. NMSHIUININISINNISTIINTY (2
Akanratsogilus:uu

=S

§ A AY a =y o o 1 O a Ay |a o = °
Al 4: asunsiangudnfislianuddguaglindaquinsfanisvanadelvdfianseih

Lﬁ@lﬁﬁ@ﬂ’)’mﬁﬂL%Qf?ﬂﬁuﬁaﬁdﬁam

AIuAIRUANEIALY)
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fudadenavuanyins@nuide Uadelusesvesmslingudidyiunisianidudnfianserin wagunuimming

Y a

FepnanasiinudAtyiogimeiu 6 a9 lowFTRQsavenduddlill 2. msassmuaznmsimuninensyana

Y
N o

3. ASAALUUINIINITARNANTALIY WANKIY Bewwdadule 4. mmﬂuﬁ%wawmﬁﬁim 5. ANSYIASIAUAD
Widuinsdn waz 6. n1sfiuumnamsdnaniggesiiivainvatsegradussuy Fais 6 unvmdudaniduandisli
ANudADY Lﬁalﬁﬁmﬁmﬁmmmﬁ%%uqmmaqﬁLﬁm%’aqﬁ’uﬁawmmﬁwﬁmmEJ WegnanlinudAy

flunshavesnuwesednsgn dpuiilomadsyauanudnialiuiniy

Y a =

Uadeiidanasioniudns dnsesasnde Jadenisiianiunisiangudnfianseiin lngunumitguan

Asaglaiian tawn 1. N9 quabidunsdn 2. msidundamanisaainfidanu uaneane wazudsdule

3. st unTureuveful zywhf‘ﬁ’usﬁa 2) uag 4. n1sligeuefaudalidl Fs 4 egreiife ANHHER
Wi Webigudniannudisansgsnaluyuuesiieidesiudeminisindivineg

ﬁﬂ*‘z’mmﬁﬂmiﬁwi

mmqﬂm@anwmw auaudAgvesnsiafiguanasiiaudidguisedns lildaenades
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'
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a1 endiegrady nsiyaviengudsldddegludidui 1 vesnisianidninais

Aua1uATNINY
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LLﬁdwzLﬂuéqﬁﬁﬁmimﬂﬁmmé’ﬁ@ LLG]'QU%W’]iﬂ’J{L‘iﬁ%ﬂ’]iﬂ58%18\1’]‘14‘171'Lﬁﬂ?%@ﬁﬁUﬂﬁﬁﬁ]Lﬂéﬁﬁ?uiﬁﬁ’uﬁmm
wérrsmusisatumsiadingm wiuflagdugasdiomastamaiduionuies Saasiliiuimsau)sss ?
naldegsdivssansamanniu Weamsauimsnaniifogediesifnlufuasiafimansan siamﬁiz
ArwdnS IRl Tusae iy

dmSvlladeaninendwmaneainudusiavesindnde Jaduineatuunuimigauanasiily

guldun 1. nsyrendndusanvisvens1dudiaingudn Wdduslaaaavine 2. n1slian i.g.:
3. Msusmsaelgauniu 4. n1sisguslaainsuaUan wag 5. ﬂ’J’]iJL‘iT’ﬂﬁ]Iutﬁﬁfﬂ“U@\‘l
lonsrufansfadidgiinueianseyitu asviligavanaunsaliaiudAyiunisiave e dmienseyilinu

ANGNLABE1YNABININZANNINTY wALILAINALANIINTEILAUANVDIIHAARNIUN A

v

UINYU

£

nlevinusniuaziianuaianissedndeviliegiaue mw‘im@N‘wmﬁ iansgyiuazgnaiands

ndndenislaidueg1ed azvilianuliaenadesiuresunupcRole Incongruities) intutiovas vinle

ann1siinANUTaRgTEnIng e sEkaniuanBnlutomian ey
(Commitment-Trust Theory) laseupudnuganislutesndisinsminsegluszdusimioanamd faaes
r;'h8%1’31%3315&Lﬁuqzuﬁ'1mmé’uﬁuﬁ‘maaﬁuuazﬁmﬁu%u mm%mwmaqsdawwmﬁmi’mﬂwLﬁmmﬂ%ulﬁ
Tufiga (Rosenbloom, 2013) LLamsdmaﬁsiammﬁ’]iﬁamaqﬁ”’qﬁmémLLazQﬁméﬂléﬂmzEjzm’;asJ'Né'J"ﬁu
moly
Q
Q

6.1 Us:lgyuisedsinis

mu%%’aﬁlﬁﬁwLLmﬁmmwﬁmq%mm:JLﬁsnﬁwiiﬁmgmmaammé’uﬁuﬁ‘ waznguiaulinngda-

SAIRN
panANUTARGTLUNTATEEIAY A1NNITNUNINITIUNTIN HATelany

Usgdny (Empirical Data) Fsvisaevguflainisiduiisaiudidgy
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6.2 Us:losuigussne
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